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Products and services 
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Germany 
Trade promotion in Germany: 
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In order to justify the distance re- 
lationship and loss of direct admin- 
istrative control, back office opera- 
tions must offer at least a 30% to 
40% cost savings from the distance 
delivery. Back office operations de- 
pend on lower rent and lower hu- 
man resource costs in order to low- 
er operating costs for their 
customers. Labour is typically 75% 
of the geographically variable cost, 
but the challenge is finding loca- 
tions with low wage structures and 
highly skilled workers. Teleports 
(satellite earth stations that bypass 
public telephone networks) are 
emerging as a key enabling factor 
along with low-cost satellite leased 
lines. 

Customer service operations are 
typically handled through customer 
call centres (CCCs), which increas- 
ingly are desegregating into differ- 
ent tiers. The first tier operations 
are those that handle simple cus- 
tomer transactions and referral, and 
which still tend to be located in 
low-cost environments. Second tier 
operations address more complex 
customer problems, and depend on 
a highly educated work force, multi- 
lingual cultural environment and 
proximity to training centres for up- 
skilling, which in turn means differ- 
ent cost considerations. Third tier 
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Types of back 


office operations 


Skill level Administrative 


Customer service Technical 


Routine Data entry; 


clerical 


Routine queries; 
order-taking 


Transcription; 
indexing and 
abstracting 


Discretionary Secretarial; 
data capture 
and processing; 


mailing lists 


Account queries; 
after-sales 
support 


Website design 
and management; 
medical records 
management 


Specialty Accounting; 
payroll; electronic 


publishing 


Software 
development; 
research and 

technical writing 


Problem 
or dispute 
resolution 


operations handle problems and 


dispute resolution, typically by staff 


with supervisory or managerial au- 
thority, and may remain internal to 
the primary company rather than 
having such authority delegated to 
an external operation. CCCs are be- 
ginning to specialize in level of op- 
erations, or a single CCC may con- 
tract for all customer service 
activities and then subcontract 
the first or second tier service to 
another CCC operator. 

Initially, back office operations 
were typically captives (i.e., wholly- 
owned subsidiaries) established off- 
shore. Increasingly, however, there 
is a shift towards servicing a range 
of customers either as an independ- 


ent third party or to increase reve- 
nues from the captive. While cap- 
tive back office operations tend to 
be located in smaller, more distant 
communities, third-party outsourc- 
ers often need the credibility and 
visibility of Class A property in met- 
ropolitan areas or a reputable tech- 
nology park. 


Examples of successful niche 
market entry strategies: 
Barbados was one of the original 
countries to attract back office data 
processing operations, beginning 
with American Airlines’ Caribbean 
Data Services, which now employs 
over 1,100 persons and has data-en- 
try contracts with two dozen other 
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